Numerous studies prove that consumer confusion about official sponsors and ambushers recognition depend on spectator involvement in a sport event, but there is a deficit of literature available on the subject of women as fans. Therefore, the authors made an attempt to verify how event involvement in the UEFA Euro 2012 influenced the recognition of both sponsors' and ambushers' brands among female fans. The survey comprised a representative random sample of 523 Polish women above the age of 15 years. In order to verify the sport involvement among women respondents were asked questions about the quantity and intensity of the matches watched. Polish women showed high interest in 2012 UEFA European Championship. More than 20% of them declared that they had watched more than 11 matches. However, only approx. 30% of the women identified official sponsors' brands. It is also worth to add that those who were more involved and belonged to heavy viewers and moderate viewers recognised sponsors' brands much better that the other groups. This study proves that women are interested in football and they are quite engaged fans. Therefore authors claim that adequate information and media coverage should be sent towards them. It might be a suggestion for designers and planners of promotional campaigns to make an attempt to reach female audience with a clear message.
INTRODUCTION
Consumption of sport can be studied in many dimensions, a key aspect raised in this study is aspect of sport consumption as spectator attendance among women. The gender differences in sport consumption are quite strong. While in the literature, there is interest in the participation of women in sport 3, 4, 5 , there is not a vast amount of literature available on the subject of women participating in sports and the factors for their engaging. There is also no research about the women level of involvement and interest in watching the sport event. That aspects are crucial because researchers claim that the biggest influence on a consumer recognition of a sponsor's brand is the extent to which consumers are committed to a sport event, as well as their attention, focus on, and interest in a given sport 6, 7, 8 . Also Piątkowska and Gocłowska 9 research proves that respondents who were more involved in the sport event performed better when identifying the official sponsors. The results they obtained provide strong evidence that spectators' sports involvement plays an important role in predicting their awareness of sponsor. Such active information can result in better understanding of and differentiation among official sponsors and ambush marketers, increasing women consumers' ability to screen out nonsponsoring companies 10 . It is important because nowadays the issue of ambush marketing is an area of increasing interest of researchers of sports sponsorship, little is known about what determines the correct recognition of the sponsor or a mistake for the ambush. And there is no research about women ability to recognition of sponsors and ambushers. The literature has long pointed out that ambush marketer misidentification occurs when consumers incorrectly believe that an ambush marketer that does not officially support an event is an official sponsor of that event 11 . These activities are so popular as it may result from the fact that an average fan is not able to distinguish official sponsors from companies passing themselves off as officials. Numerous authors stress that addressees of sport events confuse sponsors with ambushers, what has negative effects on factors of recognisability of official sponsors 12, 13, 14 . To gain in effectiveness, sponsors address marketing actions to specific target groups in which the consumers not only express interest in a particular sport discipline but also watch news about, show commitment to, and identify with the watched sporting event 15 . Therefore, we see that there is need to see if the women are interested and involved in football sport events. Are they in target group of sponsors and ambushers brands? It is crucial factor in determining sponsorship effectiveness and needs to be tested in depth.
It can be assumed that women involvement in a sport event consists of, above all else, either watching sport programs or direct participation in an event in which consumers show a high level of concentration and interest. This results in them noticing sport event sponsors. Therefore, the authors made an attempt to understand the factors that may lead to misidentification of official sponsors and to verify how event involvement in the UEFA Euro 2012 influenced the recognition of both sponsors' and ambushers' brands among female fans.
RESEARCH CONTEXT
This study concerns football's UEFA European Championship in Poland. The Championship is one of the largest sporting events in the world and is held every four years. In 2012, the event proved to be very popular with sponsors and ambush marketers because it was the first such major sport event held in Central and Eastern Europe.
Moreover, the Championship's prestige attracted a large television viewership in Poland and abroad. The majority of Polish consumers watched live broadcasts of the matches on television. Telewizja Polska, the official host broadcaster of the UEFA Euro 2012, noting record audience ratings when covering group matches. A total of 14.7 million people watched a live broadcast of a Poland-Russia match on three public television channels -TVP1, TVP Sport, and TVP HD 16 . At its peak, Polish audience ratings reached 16. Stratification included nine macroregions and seven different classes of town sizes. As a result of crossing the macroregions with the classes of town size, 55 strata were ob-tained, out of which 170 municipalities were drawn. These formed the basis on which addresses were drawn. Municipalities were drawn with a probability proportional to the number of their residents aged 15 years and older. An independent drawing of addresses was held from among 170 municipalities.
Six face-to-face interviews were conducted in each of the municipalities drawn. The selection of respondents was carried out using the Kish grid, which ensures that every family member in the household drawn had the same chance of being interviewed. After entering a residence, the interviewer noted the members within the household (aged 15 years and older) starting from the oldest person.
For the purpose of creating homogenous groups of consumers based on behavioral variables, i.e., the quantity and intensity of the UEFA Euro 2012 matches watched, hierarchical clustering adopting the Euclidean metric was conducted. The clusters with anomalies (n=2) and no data (n = 139) were discarded. Table 1 presents the characteristics of the study population which was subject to further analysis. 
Data analysis procedure
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The statistics were calculated using the IBM® SPSS® Statistics version 21 program. The hierarchical clustering method using Euclidean distance method with average linkage method was adopted. The chi-square test of independence was performed for consumers to verify statistically significant differences between the measures of brand awareness of official sponsors and ambushers. The P-value for statistical significance is .05.
SPORT CONSUMPTION OF POLISH WOMEN DURING UEFA EURO 2012
In order to verify the sport consumption among women during the UEFA Euro respondents were asked questions about the quantity and intensity of the matches watched. Polish women showed high interest in 2012 UEFA European Championship. More than 20% of them declared that they had watched more than 11 matches (Table 2) . Among those who declared watching the matches on TV nearly a third (32.4%) declared they had always watched the entire or a large part of a match.
We conducted a hierarchical clustering that adopted a Euclidean metric in order to divide the population into homogeneous groups according to two psychographic variables: the quantity and intensity of the matches watched. As a result, we obtained five groups of the UEFA Euro 2012 consumers, regarding involvement in the event: 1) heavy viewers (n = 44; 11.6%), 2) moderate viewers (n = 36; 9.5%), 3) light viewers (n = 80; 21.0%), 4) very light viewers (n = 156; 40.8%), and 5) non-viewers (n = 65;17.1%). Table 2 presents the frequency of answers concerning quantity and intensity of matches watched within five cluster groups. Source: own study.
BRAND RECOGNITION OF OFFICIAL SPONSORS AND AMBUSH MAR-KETERS DURING THE UEFA EURO 2012 AMONG VARIOUS GROUPS OF FEMALE SPORT CONSUMERS
In testing the brand recognition of official sponsors and ambush marketers during the UEFA Euro 2012, we adopted basic marketing communication criteria measuring the extent to which a brand is recalled by consumers, i.e., measuring brand awareness in the researched population: Top of Mind (TOMA), Unaided (UBA) and Aided Brand Awareness (ABA). In this paper authors provide only TOMA metrics which presents the percentage of consumers who spontaneously name a specific brand first. The respondents were asked: Do you know what brand/ company was the official sponsor of UEFA Euro 2012? Please name all the sponsors who come to your mind.
As far as TOMA is concerned statistically significant differences in brand recognition were observed (χ2 = 207.4, p<0.05). However it results from the very low response rate in "other" category (1.5%); (Table 3 ). There were no statistical differences in TOMA between sponsors (32.0%) and ambushers (32.6%). It needs to be emphasized, however, that such a high TOMA rate in the case of sponsors (32.0%) results from a high percentage of consumers who named a brand belonging to EUROTOP category (26.8%). The brand recognition rate was much lower for sponsors who belonged to the categories of EURO sponsors and national sponsors. A high percentage of female consumers could not think of any sponsoring brand. One-third of women (34.0 %) did not know or did not remember who the official sponsor of the event was. The results of a chi-square test of independence demonstrated that the affiliation to a group influences brand recognition of UEFA Euro 2012 official sponsors (χ2 = 8.2, p<.05). The highest TOMA rate was observed in the group of heavy viewers (43.2%). It was much higher than in the other groups: very light viewers (χ2 = 4.4, p<0.01) and nonviewers (χ2 = 6.1, p<0.01). When analysing each group, a downward tendency can be observed: the lower the number of the watched matches, the lower the percentage of people who recalled a brand of the official sponsor as first. In the group of non-viewers, one in five respondents (17.2 %) correctly identified the official sponsor. The same rule applies to a test of brand awareness in each sponsorship category (EUROTOP and EURO sponsors) in which the TOMA metric was adopted. As far as national sponsors the rates are very ow and may be observed only between light, very light and non-viewers. An inverse relationship exists in the case of people who had to identify the ambush marketers. In the group of heavy viewers, the TOMA rate of ambushers was the highest among very light viewers -36.4 % and non-viewers -32.8%. A half of the non-viewer respondents did not know or did not remember any brand connected with the analyzed event.
IMPLICATIONS OF THE STUDY AND COCLUSIONS
Farrell et al. 17 say that women are increasingly becoming vested fans of men's sport especially football. The results of this study confirm this hypothesis as women performed well as spectators -only 17% of them declared that they had not watched any match during UEAFA Euro 2012 in Poland. It also turns out that among female spectators, most of them showed high interest in the event as they watched always or usually watched the entire or a large part of a match. However, only approx. 30% of the women identified official sponsors' brands without a mistake. It is also worth to add that brand testing rates depend on the involvement and interest of spectators in the match. Those who were more engaged and belonged to heavy viewers and moderate viewers recognised sponsors' brands much better that the other groups. And on the other hand, they indicated less frequently ambushers' brands. Obtained results confirm other studies available in the subject literature. Sandler and Shani 18 , Ko et al. 19 oraz Kinney et al. 20 state that consumer confusion about the official sponsors and ambushers depend on spectator involvement in a sport event and that reflects their interest in the event which, as a consequence, helps the spectators notice and remember the sponsors of an event.
Proving that women are interested in football, and that fans are involved match means that they are the target group od all companies who wish to carry out marketing campaigns before, during and after sport events, also those related to football. Therefore, adequate information and media coverage should be sent towards them. It might be a sugges-tion for designers and planners of promotional campaigns to make an attempt to reach female audience with a clear message. It seems nevertheless that thy seem to be neglected by sponsors and other companies engaged in sport evets, mainly in masculine sports such as football.
There is a strong deficit concerning brand recognition during sport events focusing of women which makes impossible for authors to compare their results directly. The limitation of this study is definitely no answer to the question -why women despite watching the entire or most of the match are not able to faultlessly identify brand sponsors of the event? Solving this issue need further in-depth interviews and analysis in a more qualitative manner.
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